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 Penelitian ini bertujuan untuk menganalisis pengaruh brand image dan 
brand communication terhadap brand loyalty melalui brand trust pada Holywings 
Cafe & Bar di Surabaya. 
 Teknik dalam pengambilan sampel yang digunakan adalah non-probability 
sampling dengan cara purposive sampling. Jumlah sampel yang digunakan dalam 
penelitian ini adalah 150 sampel. Persyaratan menjadi responden dalam penelitian 
ini adalah responden yang pernah berkunjung dan membeli di Holywings Cafe & 
Bar di Surabaya minimal dua kali dalam 6 bulan terakhir. Data diperoleh 
menggunakan kuesioner secara online melalui google form. Teknik analisis data 
yang digunakan dalam penelitian ialah SEM (structural equation modelling) 
dengan software LISREL. 
 Hasil penelitian menunjukkan bahwa brand image berpengaruh positif dan 
signifikan terhadap brand trust, brand communication berpengaruh positif dan 
signifikan terhadap brand trust, brand trust berpengaruh positif dan signifikan 
terhadap brand loyalty, brand image berpengaruh positif dan signifikan terhadap 
brand loyalty melalui brand trust, serta brand communication berpengaruh positif 
dan signifikan terhadap brand loyalty melalui brand trust. 
 
 





















THE EFFECT OF BRAND IMAGE AND BRAND COMMUNICATION  
ON BRAND LOYALTY THROUGH BRAND TRUST  





 This study aimed to analyze the effect of brand imange and brand 
communication on brand loyalty through brand trust at Holywings Cafe & Bar in 
Surabaya. 
 The sampling technique used was non-probability sampling by purposive 
sampling. The number of samples used in this study was 150 samples. Requirement 
to be a respondent in this study are respondents who have visited and bought at 
Holywings Cafe & Bar in Surabaya at least twice in last sixth months. Data were 
obtained using an online questionnaire by google form. Data analysis technique that 
used in this study was SEM (structural equation modelling) with LISREL software. 
 The results showed that brand image had a positive and significant effect on 
brand trust, brand communication had a positive and significant effect on brand 
trust, brand trus had a positive and significant effect on brand loyalty, brand image 
had a positive effect on brand loyalty through brand trust, also brand 
communication had a positive and significant effect on brand loyalty through brand 
trust. 
 
Keywords : brand image, brand communication, brand trust, brand loyalty. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
